BASEBALLS'! 988 


The annual roundup of radio, TV and cable coverage and rights 
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Only Blair Television publishes a 
comprehensive annual guide to 
all sports marketing oppor¬ 
tunities on Blair 
represented sta¬ 
tions. The book is 
actively promoted to 
advertisers and agen 
cies nationwide. It 
helps them match their 
regional, demographic 
and psychographic consumer 
profiles to hundreds of available 



games and events every quarter. 
And it sells. 

The Sports Marketing 
Guide is just one more 
example of the 
aggressive way Blair 
Television plays the 
game. Put Blair to 
work for your station 
and start a winning tradition. 
Call Jim Kelly at 212-603-5254. 
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Baseball bags almost $370 million in rights 


The business of broadcasting Major League Baseball in 1988 
remains lucrative, with estimated local and national TV, radio and 
cable rights figures for the upcoming season at $366 million. 

ABC-TV and NBC-TV are in the fifth year of a six-year, $1.2- 
billion contract with MLB that will reportedly cost the networks 
$200 million this year. The contract, which runs through the 1989 
season, contains an escalating fees clause that has increased rights 
figures yearly. CBS Radio Network is entering the fourth year of a 
five-year contract worth $32 million (see radio box). 

The networks’ contract sends the World Series to NBC (with all 
games airing in prime time) this year and with it knowledge that 
advertising revenue from a six- or seven-game series alone will 


likely make up for the $100 million reportedly paid to MLB by 
NBC. “Baseball continues to flourish as a spectator sport and as a 
programing commodity,” said Kenneth Schanzer. executive vice 
president, NBC sports. ABC airs the American and National League 
Championships in ’88 as well as the All-Star game. 

For its Saturday afternoon Game of the Week , NBC will offer 30 
single games and four doubleheaders. The 30 Game of the Week 
telecasts will feature two games, each shown in different regions. 
Vin Scully and Joe Garagiola will return as the announcers for the 
showcase Game of the Week , and Bob Costas and Tony Kubek will 
call the second game of the Saturday telecast. Marv Albert will host 
NBC’s Saturday pre-game show. NBC coverage of the World Series 
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BASEBALL 1988 


begins on Saturday, Oct. 15. Scully and Garagiola will announce the 
Series with Costas and Albert hosting the pre-game show. NBC 
kicks off its coverage on Mar. 20, with an exhibition game between 
the Los Angeles Dodgers and the New York Mets. 

NBC’s ratings have fluctuated very little in the past four years. 
Last year Game of the Week averaged a 6.1 rating, 20 share, down 
from the 6.4/21 during the 1984 and 1985 seasons. In 1986, NBC 
averaged a 6.3/20. 

NBC will reportedly charge advertisers $40,000-$45,000 for a 
30-second spot during the regular season games. According to an 
NBC spokesman, the inventory is 80% sold. “The marketplace is 
strong,” said the spokesman, “we would probably be sold out but 
many agencies are waiting for clients to release budgets after the 
Olympics. Miller Brewing Co. remains a major advertiser of MLB 
on NBC, with Prudential increasing its participation and General 
Motors a new client for NBC baseball. 

ABC is currently in the process of setting its schedule for the 1988 
season. It’s tentative line-up is eight Monday night games with the 
possible addition of some Sunday games. Last year, ABC carried 
eight Monday night games and one Sunday afternoon game. ABC 
begins its coverage on Monday night. May 30. An ABC spokesman- 


said that ABC waits “a week or so [before announcing the scheduled 
gamej in order to present the game with the most interest.” ABC 
will air the All Star game on July 12 and the League Championship 
Series games beginning Tuesday, Oct. 4, for the American League 
and Wednesday, Oct. 5, for the National League. The LCS's will 
provide ABC with between eight and 14 games. It is expected that 
A1 Michaels, Tim McCarver and Jim Palmer will return as ABC’s 
primary announcing team. 

Because Monday Night Baseball has never achieved the numbers 
comparable to Monday Night Football , ABC has decreased its 
number of telecasts, from a high of 18 in 1982, to the eight it will 
present this season. Monday Night Baseball averaged an 8.7 rating 
and a 16 share in 1987, down from a 9.4/17 in 1986 and a 9.5/17 in 
1985. 

Local rights fees for 1988 total $158 million representing an 
increase over 1987 of 3.2%. The American League East division 
gamers the largest local rights fees among the four divisions—$51 
million. The National League East, the A.L. West and the N.L. 
West divisions follow with $49.3 million, $34 million and $24.5 
million, respectively. 

A team by team breakdown follows: 


4 California Angels 4 

New radio and TV contracts take effect in this 
1988 season for the California Angels. The 
team has a new five-year contract with ktla(tv) 
and a three-year deal with kmpC(am). Ktla has 
the rights to 60 regular season games, and 
kmpc has the rights to all pre-season and 
regular season games, as well as spring train¬ 



ing reports. Kmpc will broadcast to a network 
of 22 stations. 

According to Angels’ packaging agent, 
Spectacor, 35 games will be carried by local 
cable systems, although Spectacor did not 
have a total number of systems last week. 

On television, Angels games will be called 
by Bob Starr and Joe Torre, and on radio Al 
Conin and Ken Brett will be behind the mikes. 

Spanish radio coverage of the Angels will 
be over xprs<am) Tijuana, Mexico. 


Wmag(am) Chicago, holder of the radio 
rights, was recently purchased by Westing- 
house’s Group W. The change to an all-news 
format will limit pre- and post-game shows to 
"probably 10 minutes on either side," accord¬ 
ing to general manager David Pearlman. 
Pearlman also reported that sales are running 
slightly behind last year’s, with Miller Beer, 
Amoco, Chicagoland Chevrolet Dealers and 
True \felue Hardware included among the ma¬ 
jor sponsors. Commentators for wmaq will be 
Lome Brown and former major league man¬ 
ager and player, Del Crandall. Wmaq is in the 
second year of a five-year contract. 

Cable rights for the White Sox are held by 
regional cable network, SportsVision, which is 
in the middle of a 10-year contract with an 
option to renew. SportsVision will air 79 regular 
season and two exhibition games to approxi¬ 
mately one million homes. Sales are running 
about 20% ahead of last year, according to 
Bob Fennimore, president of Rainbow Adver¬ 
tising, which handles advertising sales for 
Sportsvision. Sponsors so far include An¬ 
heuser-Busch, Chrysler Plymouth and True 
\felue Hardware stores. 

♦ Kansas City Royals 4 

Fans of the Kansas City Royals will be able to 
keep up with the details of the team's progress 
during 12 half-hour specials "recapping how 


Denny Trease. Sponsors include Miller, Ford 
and All-State Insurance. 

The Royals on radio return to wibw(AM) Tope¬ 
ka, Kan., after signing a new rights contract 
that will run through 1991. All regular season 
games and 16 preseason will be broadcast 
over a 120-station network, covering 10 
states. Denny Matthews, voice of the Royals 
since the franchise was formed in the 1960’s, 
will have play-by-play duties with 15-year an¬ 
nouncer, Fred White. Major sponsors are An¬ 
heuser-Busch, Guy’s Foods Inc., John Deere, 
Farmer's Insurance, Amaco and Western 
Auto. 

♦ Minnesota Twins 4 

After a Werld Series victory, Minnesota Twins 
stations are finding it easier to sell time for the 
broadcasts. "There’s been a large increase in 



4 Chicago White Sox 4 

Television broadcast rights to the Chicago 
White Sox are held by wfld(tv), whose 70- 
game schedule includes three pre-season 
games. Major sponsors are McDonald’s, Mill¬ 
er Beer, Taco Bell and Dodge. An anticipated 
network of 25 to 30 stations in Illinois, Iowa, 
Indiana, and Oregon is still being set up. 




the team stands to date," according to wdaf- 
tv’s Buddy Turner. Wdaf-tv in the first year of a 
new five-year contract, will air 50 Royals 
games plus two in preseason. Former Royals 
pitcher, Paul Splittorff, will be new to wdaf-tv 
telecasts, joining play-by-play announcer 


interest this year versus any previous year," 
said Stuart Swartz, vice president and general 
manager, kmsp-tv Minneapolis. Because of the 
increased interest, kmsp-tv will add nine spe¬ 
cials during the season to its schedule, featur¬ 
ing coaches' analysis and highlights. Two 
more affiliates to its Twins network raise the 
total to nine. They will air 68 games during the 
regular season and seven preseason games 
compared to last year’s five. Major advertisers 
are Miller, Midwest Federal Savings and Loan, 
Burger King and Subaru. 

According to wcco(am)’s local sales man¬ 
ager, Marybeth Wuench, most of the major 
sponsors for its Twins schedule—Anheuser- 
Busch, Red Owl, Dodge, Amaco, Midwest 
Federal, Hardware Hank—are return adver¬ 
tisers from last year. But "we’ve added a lot of 
people buying a minute or so," due to the 
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AMERICAN LEAGUE EAST 


Team 1988 1987 

rights rights 
(000,000) (000,000) 

TV originator 
and affiliates 

Radio originator Cable originator 

and affiliates 

Rights holders 

Baltimore Orioles 

$6.30 $6.30 

WMAR-TV 

to 

WBAL(AM) 

40 

Home Team Sports 

WMAR-TV holds TV rights; WBAL holds radio rights; Home Team Sports holds cable 
rights. 

R^pi'sn Red Sox 

6.60 6.50 

WSBK-TV ' 

6 

WPLM-AM-FM 

81 

New England Sports Network 

WSBK-TV holds TV rights; WPLM holds radio rights; New England Sports Network 
(48% owned by Red Sox} holds pay-cable rights 

Cleveland Indians 

3.00 3.00 

WUAB(TV) 

4 

WWWE(AM) 

28 

none 

WUABfTV} holds TV rights: WWWE(AM) holds radio rights. 

Detroit Tigers 

6.00 5.00 

WDIV(TV) 

4 

WJR(AM) 

37 

Pro Am Sports System 

WDIV(TV) holds TV rights; WJR holds radio rights: Pro Am Sports Systems holds pay 
cable rights. 

Milwaukee Brewers 

3.60 3.60 

WVTV(TV) 

11 

WTMJ(AM) 

60 

none 

Brewers retain radio rights: WVTV(TV) holds TV rights 

'■Jew ’fork Vfeinkees 

165 17.5 

WPIX(TV) 

10 

WABC(AM) 

39 

Sports Channel 

WPIX holds TV rights; VWBC holds radio rights: SportsChannel holds pay cable 
rights 

Toronto Blue Jays 

AMERICAN 

7.75 7.75 CTV-TV 

LEAGUE WEST 

CJCL(AM) 

65 

The Sports Network 

Labatts Breweries of Canada (45% owner of team) holds TV rights: Telemedia 
Broadcast systems holds radio rights: The Sports Network holds cable rights. 

California Angels 

4.40 4.20 

KTLA(TV) 

15 

KMPC(AM) 

22 

Spectacor 

KTLA(TV) holds TV rights: KMPC(AM) holds English radio rights; XPRS Rose-Rita 
(Tijuana) Mexico holds Spanish radio rights. Spectacor sold rights to local cable 
outlets. 

Chicago White Sox 

9.30 9.30 

WFLD-TV 

5 

WMAG(AM) 

25 

Sportsvision 

WFLD-TV retains TV rights. WMAQ(AM) retains radio rights, WTAQ(AM) holds 
Spanish radio rights and team retains cable rights. 

Kansas City Royals 

310 3.10 

WDAF-TV 

16 

WIBW(AM) 

120 

none 

WDAF-TV holds TV rights. WIBW holds radio rights. 

Minnesota Twins 

4 20 4.00 

KMSP-TV 

g 

WCCO(AM) 

65 

Midwest Communications 

KMSP-TV holds TV rights; Midwest Communicat ons radio and cable rights. 

Oakland As 

3 20 3 00 

KPIX(TV) 

8 

KICU-TV 

KSFO(AM) 

16 

none 

KPIX retains TV rights; Team retains the radio rights. 

Seattle Mariners 

3.70 3.50 

KIRO-TV 

5 

KIRO(AM) 

30 

none 

KIRO holds radio and TV rights. 

Texas Rangers 

610 600 

KTVT(TV) 

WBAP(AM) 

Home Sports Entertainment 

KTVT holds TV rights; WBAP holds radio rights: Home Sports Entertainment holds 

AL total: 1988—S85.00 million 15 
1987—$81.45 million 

NATIONAL LEAGUE EAST 

18 


pay cable rights. 

Chicago Cubs 

4.30 4.30 

WGN-TV 

30 

WGN(AM) 

74 

WGN-TV as superstation 

Stations hold rights under agreement with commonly owned Cubs. 

Montreal Expos 

7.00 7.00 

CBC-TV 

20 

CFCF-TV 

CFCF(AM) 

9 

CKAC(AM) 

30 

The Sports Network 

Labatt Breweries holds TV and cable rights; The English Radio Network holds 
English radio rights; Telemedia French radio rights. 

New Nfork MetS 

170 16.50 

WWOR(TV) 

14 

WFAN(AM) 

110 

Sports Channel 

Mets have partnership arrangement with broadcast originators; SportsChannel 
holds pay cable rights. 

Philadelphia Phillies 

100 9.50 

WTAF-TV 

2 

WCAU{AM) 

29 

Prism 

Phillies sell radio. TV and cable rights, but retain cable ad time. 

Fr^nurgh Pirates 

500 4.00 

KDKA-TV 

5 

KDKA(AM) 

40 

KBL Entertainment Network 

Team retains radio rights and sells TV and cable rights. 

3: Louis Cardinals 

NATIONAL 

6.00 5.10 KPLR-TV 

27 

LEAGUE WEST 

KMOX(AM) 

115 

CenCom Cable 

KPLR holds TV rights. KMOX has radio rights. Cencom Cable holds cable rights. 

Atlanta Braves 

4 00 4.00 

WTBS 

WSB(AM) 

WTBS as superstation 

WTBS is TV rights holder under agreement with commonly owned Braves; team 
retains radio rights. 

Cincinnati Reds 

4.20 4.00 

WLWT 

22 

WLW 

72 

none 

WLWT holds TV rights; Reds retain radio rights. 

Houston Astros 

4.00 3.60 

KTXH(TV) 

17 

KTRH 

4045 

Home Sports Entertainment 

KTXH has TV rights. Astros retain radio rights. Home Sports Entertainment holds 
cable rights. 

Los Angeles Dodgers 

5.00 5.70 

KTTV(TV) 

KABC(AM) 

30 

KWKW(AM) 

Spanish 

Z-Channel 

KTTV holds TV rights. KABC holds English radio rights. KWKW holds Spanish radio 
rights. Z-Channel holds cable rights. 

San Diego Padres 

4.30 4.20 

KUSI-TV 

7 

KFMB(AM) 

12 

XEXX(AM) 

20 

Cox Cable 

Padres retain radio and TV rights; Padres and Cox jointly hold pay TV rights. 

San Francisco Giants 

3.00 2.90 

KTVU 

KNBR 

Giantsvision 

Broadcast originators hold rights. 

NL total: 1988—$73.50 million 5 

10 

KIQI(AM) 

Not Included in the table are network payments for nationally broadcast games that total about $200 million. £100 milRcxi lor 

1987—$71.90 1 million 

32 

NBC-TV $100 million for ABC-TVand $6.5 million for CBS Radto. 
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Twin's success last season, she said. 

Along with the 162 regular season games, 
the station will also air 14 preseason games. A 
pregame show that premiered last year will be 
continued, she said, and is almost sold out. 
The post-game show is sold out. 

Kmsp-tv and wcco share color announcers 
Jim Kaat and John Gordon. Television play- 
by-play is handled by Ted Robinson, and Herb 
Carneal fulfills that role on radio. 

Midwest Communications, co-owned with 
wcco, has the Twins’ cable rights and is com¬ 
mitted to televising 25 home games with an 
option to pick up eight more after Sept. 1. 
They will be distributed to an estimated 
300,000 subscribers on a pay-per-view basis 
in and around the Twin Cities. TV stations in 
four cities outside the metropolitan area—Du¬ 
luth, Minn., Fargo, N.D., Sioux Falls, S.D., and 
Mason City, Iowa—will pick up the Midwest 
feed for distribution over the air. "Those 
games that are not carried by the broadcast¬ 
ers are then carried on basic cable in those 
same markets," said Midwest General Man¬ 
ager Bill Craig. Midwest experimented with 
this system for 12 games last season with one 
of them reaching an estimated audience of 
1.5 million homes. Depending upon the num¬ 
ber of cable systems and TV stations picking 
them up, the games should attract 500,000 to 
1.5 million homes this year. Advertisers signed 
up so far include Budweiser and Pizza Hut. 


♦ Oakland A’s ♦ 

With a new broadcast deal in place this year, 
the As will again be seen on kpix(TV) and heard 
on ksfo(am) Oakland. Joining kpix will be kicu- 
tv San Jose. 

According to a station executive who asked 
not to named, under the new deal the As now 
handle "ail aspects” of the broadcasts. 

Under the new deal, kpix and kicu-tv will 
broadcast a total of 49 games. Ksro will 
broadcast all pre- and regular season games. 

The As retain the radio rights while the 
television stations hold the TV rights. 

Spanish language radio coverage is 
through knta(fm) San Jose. 

There is no cable coverage of the team. 
Calling the games for kpix(tv) will be Monte 
Moore and Ray Fosse, while the radio team 
consists of Fosse, Bill King and Lon Simmons. 




♦ Seattle Mariners ♦ 

The Seattle Mariners will be seen on both kiro- 
tv and ktzz(tv) this year, as they were last, in 
an arrangement that both stations said 
worked well. Because of network pre-emp¬ 
tions, CBS affiliate kiro^tv which has the rights 
to 35 games, sublicenses the rights to 41 
other games to independent ktzz. Kjro-tv has 
lined up a five-station network and is working 
on other agreements with stations in Idaho 
and Montana. John Norden, vice president 
and general manager, said sales are going 
"fairly well,” with Budweiser, True \&lue Hard¬ 
ware, Toyota, Pacific Northwest Bell, GTE and 
Union Oil signed to date. 

Kiro(am) has lined up about 30 stations for 
its coverage of 20 preseason and all 162 
regular season games. Sales Manager Bill 
Aanenson said the station was "in good 
shape," with advertising demand “well ahead 
of last year." Signings include Budweiser, 
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And each one is in a perfect setting. Like St Louis. And 
Boston. And Kansas City. You see, for over thirty years, 
Hughes Television Network has specialized in providing 
baseball transmission services. We give every individual telecast 
professional attention, carefully checking and rechecking every 
detail. That way, every exciting facet of our National pastime shines 
through. Again in 1988our goal is to make sure that viewers enjoy all the 
sparkling action on Baseball’s diamonds. 

260 MADISON AVENUE, NEW YORK, N. Y. 10016(212) 684-7900 
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Farmers Insurance, GTE, Horizon Airlines, Car 
Quest, Chevron, Ernst Home & Nursery, Pacif¬ 
ic First Federal, Goodyear, Snapper lawn 
lools, Canada Dry Sherwin Williams and Nes- 
lle’s Crunch 


♦ Texas Rangers ♦ 

Gaylord Broadcasting’s ktvt(Tv) Fort Worth is 
entering the fourth year of a five-year deal as 
television rights holder for the Texas Rangers. 
Gaylord purchased 35% of the club four years 
ago. (Long-time Rangers owner Eddie Chiles 
controls the remaining shares.) 

Ktvt, which is a '‘passive” superstation, will 
air 65 away games—up from 60 last season— 
and one preseason contest. The station, said 
Charles Edwards, executive vice president for 
Gaylord and general manager of the Km, 
transmits the games to a five-state regional 
network of 15 stations. 

Among the advertisers for 1988 are Bud- 
weiser. True tolue hardware stores, Nissan, 
Chief auto parts, Goody’s headache powder, 
Texaco and Dr Pepper—the latter is a new 
addition to Texas Rangers television broad¬ 
casts this season. Edwards said sales are 
21% up Over last year’s pace. 

On the radio side, wbap(am) Fort Vtorth will 
oe airing the Rangers for the 15th consecutive 
year as it begins the last year of a four-year 
rights package. Wbar which also serves as 
the originating station for a regional network of 
18 stations, will air 20 preseason and all regu¬ 
lar season games 

Advertisers include Budweiser, Delta, 



Coca-Cola, GTE, True \felue, Ford and Gulf 
Oil. Baseball sales are currently running 15% 
ahead of the same time a year ago, said John 
Hare, wbap president and general manager. 

Home Sports Entertainment (HSE), a divi¬ 
sion of the Houston Sports Association, will be 
going into the second year of a two-year pact 
(which has a two-year option) for the Rangers 
pay cable rights. HSE will air 60 Ranger home 
games over 177 systems across a five-state 
area—mostly Texas—to a subscriber universe 
of 700,000. Those system and subscriber to¬ 
tals are up substantially from a year ago, when 
HSE carried the games over 121 systems to 
225,000 subscribers. There will also be 25 
games carried on HSE’s Florida network, 
known as the Sunshine Network, according to 
Ed Frazier, HSE president. 

The advertising roster for HSE’s carriage of 
the Rangers includes Budweiser, Mazda, 
Whataburger (Texas fast food chain) and 
Chrysler. 


♦ Baltimore Orioles ♦ 

Chuck Thompson, a play-by-play announcer 
for almost 40 years, is retiring this year as 
Baltimore Orioles announcer for wmar-tv 
Along with Oriole telecasts, Thompson served 
as the radio voice of the Orioles and former 
area teams, baseball’s Washington Senators 
(now the Texas Rangers) and football's Balti¬ 
more (now Indianapolis) Colts, during his ca¬ 
reer. He joined wmar-tv in 1979 when that 
station first acquired television rights to the 
Orioles. Thompson’s successor, who will join 
former Oriole third baseman Brooks Robinson 



in the wmar-tv booth, has not been found, the 
station said. 

According to Howard Zeiden, wmar-tv vice 
president of sales, the station will broadcast 
42 regular season games and four preseason. 
Major advertisers are Anheuser-Busch, C&P 
Yellow Pages, Nissan, Preferred Health Net¬ 
work, Jiffy Lube, tolvoline, McDonald’s, Bob 
Davidson Ford and Giant Foods. 

About 740,000 subscribers on 115 cable 
systems in the Baltimore-Washington area will 
see the Orioles on Home Team Sports, a 
Washington-based regional pay sports chan¬ 
nel. Also, HTS will start the season on April 6 
with a nine-day “HTS Free-View Marathon” 
period for all basic cable subscribers. There 
will be a 30-minute post-game show with inter¬ 
views and league highlights for the first time 
on HTS this year. 

For 65 of the cablecasts at Baltimore’s Me¬ 
morial Stadium (out of the 90 games HTS will 
present), a left field camera angle that got 
favorable viewer response when initiated last 
year, will be lowered 30 feet, resulting in “a 
more dramatic look down the foul line, right 
over the third baseman’s shoulder," according 
to HTS producer Bill Brown. (For those familiar 
with Memorial Stadium, the camera will be 
placed just above the tomato patch that is 
planted yearly in the left field bull pen.) Mel 
Proctor and John Lowenstein return to an¬ 
nounce Oriole games for HTS. Advertisers 
signed so far include Giant Foods and 
Subaru. 

Wbal(am) begins a three-year contract for 
radio rights to the Orioles this season. The 
station broadcast the games for 18 years be¬ 
fore losing the rights nine years ago to 
wfbr(am). Wbal won the bid for rights this year 
after the Orioles withdrew them from last 
year’s rights holder, wcbm(am), for allegedly 
defaulting on their contract. Wbal is promot¬ 
ing the Oriole's return to the station “very 
aggressively" under the slogan "The Orioles 
are Loud and Clear on wbal," according to 
station manager, Jeff Beauchamp. "One of the 
complaints among Baltimoreans [since the 
Orioles left wbal] has been that they couldn’t 


hear it because the stations they were on had 
great signal limitations,” Beauchamp said. 
The 162 regular season and 16 spring training 
games will be announced this season by Jon 
Miller and Joe Angel. Sponsors include Bud¬ 
weiser, Bryant Heating and Air, Jeep-Eagle- 
AMC and Amoco. 


♦ Boston Red Sox ♦ 

Wsbk-tv Boston is entering the third year of its 
five-year contract to carry Red Sox games. 
Broadcasting to a network of six stations, it is 
covering 75 regular season and three presea¬ 
son games, said Steve Tauber, assistant gen¬ 
eral manager, and those stations rebroadcast 
a varying number of games, between 25 and 
45. The station has not sold out advertising 
spots yet. Major sponsors include Anheuser- 
Busch, New England Ford Dealers, MacDon¬ 
ald’s, Delta and Midas Muffler. 

Cable coverage for the Red Sox will be 
handled by New England Sports Network, 
which is partially owned by the team, the 
Boston Bruins, and Gillett Broadcasting 
(which also owns wsbk-tv). NESN is "strictly a 
pay service," said vice president and general 
manager, John Claiborne, and reaches 
217,884 subscribers on 168 systems in 650 
New England towns, up from last year’s 
172,258 subscribers. The service carries 83 



regular season and 11 preseason games. A 
new announcing crew of Ned Martin and for¬ 
mer Sox second baseman, Jerry Remmy, are 
on board and will also handle the half-hour 
pre- and post-game shows. Major sponsors 
include Anheuser-Busch, Polaroid, Nissan, 
Chevrolet and Texaco. Claiborne reports that 
advertising avails are almost sold out. 

Wplm-am-fm Plymouth, Mass., will continue 
to originate games to a network that now has 
81 stations, six more than last year, in New 
England and Florida, said station president 
and general manager, John Campbell. The 
station has two years left on its contract and 
will broadcast 162 regular season games and 
22 preseason contests. Major advertisers in¬ 
clude Budweiser, American Motors and 
Chrysler. Covering the games will be Ken 
Coleman and Joe Castiglione. 

♦ Cleveland Indians ♦ 

Both the radio and television rights holders 
remain the same for Cleveland Indians base¬ 
ball this season. WwwE(am) returns with a new 
multiyear contract, while wuaB(TV) is in the last 
of a three-year contract. Anheuser-Busch is a 
major sponsor for both rights holders. The 
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radio station will broadcast the full slate of 
Indians games, and Harvey Simms, wwwe’s 
station manager, reports sales are pacing well 
compared to last year WuaB{tv) will broadcast 
four preseason games, 15 home games and 
45 road contests. Ron St. Charles, assistant 
general manager and program director at 
wuab, said the Indians games are a “harder 
sell this year” given the team's last-place finish 
a year ago. “Last year the Indians were picked 
as a dark horse contender,” said St. Charles. 
"They were a much easier sell. The sales pace 
is down." But both executives said the Indians 
broadcasts were important to the image the 
stations have in the community Both stations 
also carry Cleveland Cavaliers basketball 
games and wwwe carries Cleveland Browns 
football games as well. Simms said the Indi¬ 
ans remain an important profit center for the 
radio station. On the television side, however, 
the same cannot be said. “They are certainly a 
major part of our image,” said St. Charles. 
“But they aren't a critical profit center. It’s 
getting tougher and tougher to make money 
on a major sports franchise, because the 
rights fees continue to rise." Still, St. Charles 
predicted the station would make a small prof¬ 
it on the Indians telecasts this year. 

♦ Detroit Tigers ♦ 

Increasing its coverage from 45 regular sea¬ 
son games last year to 52 plus five preseason 
games, wdiv(tv) Detroit feeds the games to a 
network of four stations. Major sponsors in¬ 
clude Miller, Ford, Kroger, Taco Bell, Good¬ 
year, Pepsi, Michigan Bell, Kentucky Fried 
Chicken, Blue Cross and Burger King. Chris 
Rohrs, the station’s general sales manager, 
said the station is having a “very strong year, 
with sales up about 10% over last year.” 
Wdiv(tv) has a pregame show hosted by Ber- 
nie Smilovitz. Play-by-play will again be han¬ 
dled by hall-of-famers Al Kaline and George 
Kell. 

Wjr(am) Detroit, which originates the team's 
radio broadcasts, is almost sold out, said 
national sales manager Tom Wagner. The sta¬ 
tion will broadcast 162 regular season and 20 
pre-season games. Handling the broadcasts 
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will be veteran sportscasters Ernie Halwell 
and Paul Kary. The largest sponsors are Ford 
Motor Co., Marathon Oil, Anheuser-Busch, 
Maxicare and Comerica. 

Pro Am Sports Systems cable service will 
carry 80 Detroit Tiger games in 1988, with 55 
home and 25 road games. Returning as an¬ 
nouncers are Larry Osterman, who will handle 
play-by-play, and Jim Northrup, in his second 
season doing color commentary Osterman 
also hosts a feature show, The Pennant 
Chase. 

♦ Milwaukee Brewers ♦ 


Radio broadcasts of the Brewers games will 
go out over wtmj(am), which feeds to a 67- 
station network in 50 markets. One hundred 
and sixty two games will be aired along with 
18 preseason and one exhibition. Wtmj's con¬ 
tract runs until 1993, however, radio rights are 
retained by the Brewers. Promotions include 
the Miller Home Run Sweepstakes, in which 
contestants whose names are announced at 
the beginning of an inning will win an accumu¬ 
lated jackpot if a home run is hit during that 



inning. Besides Miller, major sponsors are 
Pepsi, Century Insurance, Amoco, Midwest 
Express Air, Wisconsin Division of Tourism and 
Farmers Insurance. 

Ad sales for the Milwaukee Brewers are 
"brisk...partly as a result of a terrific ’87 Brew¬ 
ers season," according towvTV(TV)’s director of 
operations and engineering, Lyle Schulze. 
Rates have increased and been accepted 
accordingly Wvty holder of the television 
rights, will broadcast a 60-game schedule to 
an 11 station network throughout Wisconsin, 
Iowa, Illinois, Florida and upper Michigan. Ma¬ 
jor sponsors this year include Miller Beer, True 
\&lue Hardware, Car-X mufflers and Century 
food stores. 


♦ New York Yankees ♦ 


Wpix(tv) will be entering the 38th consecutive 
year of New Vbrk Yankees telecasts through 
the second year of a four-year rights package. 
However, as of this writing, the station had not 
yet settled on the number of telecasts it will 
feature during the upcoming season versus 
the number of cablecasts over SportsChan- 
nel, which is embarking on the seventh year of 
a 15-year pay-cable deal. Discussions con¬ 
cerning the number of televised games over 
wpix are still going on with the Yankees, said 
Marty Appel, vice president of public relations 
and sports for wpix. It is anticipated, however, 
that wpix will either broadcast the same num¬ 
ber of regular season games as last year— 
53 —or “slightly less." It is also expected that 
SportsChannel will again air 100 games. 

(Last year when Broadcasting went to 



press with its annual Baseball special, it re¬ 
ported that wpix was planning to air 75 regular- 
season games in 1987 [Broadcasting, March 
2, 1987]. That number was subsequently re¬ 
duced to 53.) 

What is known to date for wpix is that it will 
air three preseason contests. The station will 
also originate Yankees telecasts over a region¬ 
al network of 10 stations. Among the major 
sponsors are Anheuser-Busch (Budweiser), 
Chrysler Plymouth, Canon Cameras and the 
New York Daihj News . 

For SportsChannel, major advertisers in 
elude Anheuser-Busch. Toyota. Nynex, 
Dodge and The Wiz. The cable channe« 
reaches 1.1 million households over 98 sys¬ 
tems within a three-state area. 

On the radio front, talk-formatted vwbc(am) 
will be entering the second year of a five-year 
rights pact. The station, according to its presi¬ 
dent and general manager, Fred Weinhaus, 
will air 13 preseason games and all regular 
season games over a regional network of 39 
stations. That network will include three Flor¬ 
ida stations: wsbr(am) Boca Raton; wiod(am) 
Miami, and wrbq(am) St. Petersburg. 

Key radio sponsors for the 'fankees in 1988 
include Anheuser-Busch. Marine Midland, 
and Nissan. "We are pacing substantially 
ahead of last year [in advertising sales]," said 
Weinhaus. 

♦ Toronto Blue Jays ♦ 

Labatts Breweries, through its subsidiary TV 
Labatts, owns the television rights to the To¬ 
ronto Blue Jays, American League East pen¬ 
nant contenders last year. (Labatts also owns 
TV rights for the National League East’s Mon¬ 
treal Expo’s.) 

Toronto-based CTV Television Network, with 
21 affiliates in Canada, will air 39 Blue Jays 
games this season, as well as 10 preseason 
games. The broadcasts’ top five sponsors are 
Labatts, Imperial Oil, Xerox, Coca-Cola and 
Toyota. CTV announcers again this year are 
Don Chevrier, Fergie Olver and NBC’s base¬ 
ball sportscaster Tony Kubek. 

Canadian cable channel, The Sports Net¬ 
work (TSN), will also telecast 40 or more regu¬ 
lar season games, in addition to three presea- 
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*on contests. Major sponsors are Labatts, 
Petro-Canada and GM. Announcing the 
games wilt be Olver, with former Blue Jay 
Buck Martinez providing color. 

Telemedia Broadcast Services of Toronto, 
owner of the team’s radio rights, will broadcast 
all 162 regular season games and 10 presea¬ 
son games. The broadcasts originate from 
cjcl(am), its owned station in Toronto, and 
reach 65 radio affiliates in Canada. Sponsors 
include Labatts, McDonald’s, Coca-Cola, Pe- 
tro-Canada, Black’s Cameras, CIBC, Ontario 
Lottery, IDA Drug Stores, Zenith, Miracle Food 
Mart, General Motors (exclusive within show) 
and Nissan (post-game show sponsor). IDA, 
Miracle, Zenith and Canadian Airlines all 
sponsor special promotions during the sea¬ 
son. Radio announcers are Tom Cheek, Jerry 
Howarth and, for pregame and post-game 
shows, Scott Ferguson 

♦ Atlanta Braves 4 

Wtbs(TV) will carry Ted Turner^ Atlanta Braves. 
The superstation has decreased its coverage 
to 135 games (131 regular season and four 
preseason) from last year's total of 150. The 



drop is due to a scheduling conflict with Turn¬ 
er’s NBA Atlanta Hawks. Ernie Johnson, Pete 
Wieren, Skip Carey and Billy Sample will alter¬ 
nate announcing chores for WTBsand wsb(am). 

Wsb(am) Atlanta, is the originating station for 
a 115-station network that will air all 162 regu¬ 
lar season games and 15 preseason games. 
Wsb has been the radio carrier for Braves 
baseball for 21 of the past 22 seasons. The 
radio station is in the last year of a three-year 
deal 

The Atlanta Braves’ promotional theme for 
1988 is "One Crazy Summer.” Fans can ex¬ 
pect giveaways and concerts, with one con¬ 
cert featuring the Beach Boys. Major spon¬ 
sors for Braves baseball include Coca-Cola, 
Delta Airlines, Anheuser-Busch, Toyota, 
Goody’s headache powders and Amoco. 

4 Cincinnati Reds 4 

Wlwt(tv) Cincinnati, which has carried the 
Reds since 1956, will originate 47 games for a 
22-station network reaching nine states this 
year. In the announcing booth, former Reds 
catcher Johnny Bench will be joined by Jay 
Randolph, who did play-by-play for the St. 
Louis Cardinals last year. Last year’s television 
and part-time radio announcers, Marty Bren- 
naman and Joe Nuxhall, will concentrate on 
radio this year, on wlw(am) 



Wlwt Sales Director Ned Paddock said the 
Reds are 85% sold out on the network, with 
Anheuser-Busch, Toyota, Delta Airlines, Long 
John Silver, Blue Cross, Lenscrafter and Gen¬ 
eral Tire. Paddock said local sales are 80% 
sold out, with advertisers including Ford deal¬ 
ers, Hardee’s, Taco Bell and Pepsi. 

On the radio side, the Reds retain the broad¬ 
cast rights and sell the avails in each game, 
roughly 30 minutes. Wlw carries a pre- and 
post-game show and has the rights to sell 
advertising in those segments, roughly 16 
minutes per game. A portion of that revenue is 
handed back over to the Reds. The station’s 
general sales manager, Tom Horan, said wlw 
is almost 90% sold out, with advertisers in¬ 
cluding Anheuser-Busch, Auto Manage (a lo¬ 
cal auto dealer), Sears, Bob Evans, White 
Castle and Sherwin Williams. In-game adver¬ 
tisers include Anheuser-Busch, Marathon Oil, 
First National Bank, Maxwell House, Ohio Lot¬ 
tery and Big Boy. The station took in an esti¬ 
mated $1 million in advertising revenue last 
year, a figure, it is estimated, that the Reds at 
least matched in-game. In-game advertising 
minutes are almost twice the amount of the 
combined pre- and post-game shows. The 
station will air all regular season games and 
20-24 preseason contests. Wlw has lined up a 
72-station network for the Reds. 

4 Houston Astros 4 

Originating broadcasts of the Astros is 
ktxh(TV) Houston, which will cover 83 games 
including seven preseason contests. The sta¬ 
tion feeds a network of “around 17 stations," 
said general manager Vince Barresi, who re¬ 
ports that sales are "terrific, much ahead of 
last year." Major sponsors include Anheuser- 
Busch, Southwestern Bell and Kroger. The 
station is in the third year of a revised 10-year 
contract that was renegotiated this year. 

Ktrh(am) has a package of 162 regular sea¬ 



son games and 20 preseason games that it 
sends to a network of about 40 stations, said 
Michael Packer, the station’s general manager. 
The Astros hold the radio rights, but Packer 
reports that sales are going well for the sta¬ 


tion^ pre- and post-game shows: Astws 
Countdoum and Astras Wrap . 

Radio rights are retained by the Astros, and 
Jamie Hildreath, director of broadcasting for 
the Astros, reports that sales are “way ahead 
of last year.’’ Major sponsors include Bud- 
weiser, Gulf, Kroger, Subaru and Coca-Cola. 

Home Sports Entertainment’s subscriber 
count grew almost 300% from last year when it 
reached 235,000 subscribers. According to 
HSE spokesman Jim Manning, the cable net¬ 
work currently reaches about 650,000 sub¬ 
scribers in Texas and contiguous states, but 
he said they expected to reach a million subs 
by the end of the year. In addition, HSE is the 
managing partner in a new venture, The Sun¬ 
shine Network (Broadcasting, Feb. 22), which 
is principally owned by 11 cable MSO’s. It is 
available to about 1.5 million subscribers in 
Florida. HSE will carry 75 regular season and 
six preseason games this year and The Sun¬ 
shine Network will carry 25 regular season 
and six preseason contests. Manning said 
sales were going very well; major advertisers 
include Coca-Cola, Anheuser-Busch, Mazda, 
Texaco and Eastern Airlines. 

4 Los Angeles Dodgers 4 

Nineteen-eighty-eight will mark the first year 
the Los Angeles Dodgers have released the 
broadcast rights to their games. Kabc(am) Los 
Angeles will be picking up the Dodgers for the 
14th year in a row, while television broadcasts 



will be handled by kttv(tv). Both stations have 
signed a five-year contract. Spanish rights are 
held by kwkw(am) Los Angeles, which will 
broadcast a full schedule. 

Kabc£ Ken Miller says sales are going 
"great," with major play-by-play sponsors be¬ 
ing Unocal Oil Co., Anheuser-Busch, Nissan 
Motor Corp., Coca-Cola bottling and Farmer 
John meats. Approximately 190 games will be 
fed to a 30-station network in California, Ari¬ 
zona and Nevada. 

Kttv will broadcast 50 away games this 
year with Vin Scully, Don Drysdale and Ross 
Porter providing color commentary. Former 
Dodgers player Rick Mondy will host Dodgers 
Central while Vin Scully will do an interview 
show. Sales are strong, with spots already 
sold to Anheuser-Busch, Nissan and Coca- 
Cola. 

American Cablesystems Corp.’s Z Channel 
will carry 35 home Dodgers games this year to 
a subscribership of approximately 100,000. 
No announcers have yet been signed. Adver¬ 
tising sales have also not yet been initiated. 
According to Executive Producer Charlie 
Stark, Z Channel is primarily a motion picture 
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service and (he possibility of advertising is still 
under discussion. 

♦ San Diego Padres 4 

The Padres have taken the course of purchas¬ 
ing time on television and radio, retaining the 
rights and keeping all the advertising. Jim 
Winters, director of broadcasting for the team, 
said the arrangement, done for the first time 
last year, "worked out just fine." A chief advan¬ 
tage is that it creates a one-stop shopping 

center for promoters and/or advertisers, as 
there can be in stadium and media tie-in 
promotions. 

Winters would not disclose advertising rev¬ 
enue, but said television advertising sales 
were ahead of last year and radio sales were 
“far ahead" of last year’s pace. The Padres, 
after a slow start, finished strong in their divi¬ 
sion, and that has helped fuel sales, Winters 
said. 

The Padres buy time on kusi-tv and 
kfmb(am). The independent television station 
(ch. 51) will carry 51 games on a seven-station 
network. The station is in the second year of 
an eight-year deal that has two three-year 
renewal clauses. Winters reports advertising 
sales ahead of last year, with Anheuser- 
Busch, Jack in the Box and Mitsubishi Motors 
signed. The team pays the station a fee per 
game and gets a certain amount of promotion 
time for kusi-tv within the telecasts. 

Kfmb(am) will carry 192 games, including 30 
preseason games. Advertisers signed in¬ 
clude Anheuser-Busch, Jack in the Box, Chev¬ 
ron, Coca-Cola, Home Federal Savings, 
Goodyear, Foodbasket and Farmers Insur¬ 
ance. Xexx(am) Tijuana will originate the 
games in Spanish. 

The Padres and Cox Cable will again be 
offering some Padres games on a pay pack¬ 
age and pay-per-view basis. The 41-game 
package costs $140; on a per-game basis 
$5.95, Winters said although last year’s fig¬ 
ures were off from previous highs, the team 
“made money." 

4 San Francisco Giants 4 

Ktvu(tv) Oakland is in the last year of a five- 
year rights agreement with the Giants, in 
which it will air 40 regular season and one 
preseason game, the Giants versus cross¬ 
town rival, Oakland, on March 19. 

The station plans to carry the Giants opener 
live, an afternoon game in Los Angeles on 
April 4, then repeat it that evening in prime 
time, for the benefit of fans who missed it 
earlier. The station will also air three half-hour 
specials on the Giants throughout the year. 

Bill McGowan, general sales manager, said 
the games are about 75% sold out with the 
upfront season "running ahead of last year." 



Advertisers signed to date include Miller beer, 
Chevron, Safeway and Toyota. The announc¬ 
ing team this year will include station sports 
anchor Steve Physioc and former major lea¬ 
guers Duane Kuiper and Ron Fairly. Kuiper 
handles the Giants cable pay-per-view 
games, while Fairly also handles radio. 

Knbr(am) is in the last year of a five-year 
contract for all regular season and 12 presea¬ 
son games. Jay Barrington, the station’s sales 
coordinator for sports, said sales are "as well 
sold as anticipated." He said advertisers in¬ 
clude Pontiac and Nissan dealers, Anheuser- 
Busch, Chevron, Farmers Insurance, Good¬ 
year, Grossman's Hardware, Delta Dental Plan 
and AAA. In addition to Fairly, Wayne Hagin 
will return to do the play-by-play. Kiqi(am) will 
handle the Spanish-language broadcasts. 

The Giants will also offer a pay-per-view 
package of 36 games this year, including the 
home opener. The number of systems offering 
Giantsvfsion has risen from 42 to 57, with a 
corresponding subscriber jump from 1 million 
to 1.4 million. 


4 Chicago Cubs 4 

Wgn will have both the television and radio 
rights to the Chicago Cubs games again this 
year. Jake Fendley, director of sports for wgn- 
tv Chicago, reports that sales are "pacing 
about 25% ahead of last year." Major spon¬ 


sors include Anheuser-Busch, True Value 
hardware, The Chicago Tribune, Unocal Oil 
Co. and Chicagoland Buick dealers. The play- 
by-play will be handled by Harry Carey with 
color provided by Steve Stone. Wgn*tv will 
broadcast 154 games, including four presea¬ 
son. They will feed to a network of approxi¬ 
mately 30 stations in Illinois, Indiana and Iowa 
set up by Tribune Entertainment. 

Wgn(am) will broadcast 163 of the Cubs 
games to a network of 74 stations in Illinois, 
Iowa, North Carolina, Colorado, Nevada and 
Florida. The station owns the rights to the 



games, which will include Scouting Report , a 
35-minute pregame magazine format and 
Scoreboard, a 15-20-minute wrapup. Wgn(am) 
reports that sales are running about the same 
as last year, partly because "the Cubs are a 
legend and attendance doesn't seem to have 
much to do with what's happening on the 
field." Sponsors this year will be G. Heilman 
Brewing, Cotter & Co,, Chevrolet, Marathon 
Petroleum, Bob Evans and Talman Home. 


4 Montreal Expos 4 

In the second year of a five-year, near $30- 
million contract, Labatts beer holds the TV and 
cable rights for Montreal Expos baseball. In 
bilingual Canada, coverage is split into net- 


CBS Radio's baseball lineup 

The CBS Radio Network is entering the fourth year of a five-year, $32-million deal for 
Major League Baseball’s radio rights encompassing 26 Game of the Week broad¬ 
casts, the annual All Star game, the league championships and the World Series. 
The weekly broadcast schedule contains two games (one day and one night) every 
Saturday beginning with Toronto Blue Jays at Minnesota Twins and Pittsburgh 
Pirates at St. Louis Cardinals on April 9. CBS will also air at least four "pennant race" 
weekday games toward the end of the season. 

According to Steve Youlios, vice president of sales for the CBS Radio Networks, 
CBS basically offers two sales packages: the summer series, which is the full 26- 
week slate plus the All Star game, and the fall series, which comprises the league 
championships and the WDrld Series. "Most summer series advertisers in 1987 have 
already renewed for the upcoming season," said Youlios, adding that the summer 
sponsorships account for a 60%-65% sell-out rate. (Another 15% to 25% of CBS’s 
baseball inventory is sold on a scatter basis.) 

Major advertisers already signed to sponsorships for 1988 are Anheuser-Busch, 
True Value hardware stores (Cotter & Co.); Gates Rubber Co., Tinactin—all summer 
and fall series advertisers—Honda and Buick 
Announcers for CBS Radio’s baseball coverage include Brent Musburger, Johnny 
Bench, Bill White, Jerry Coleman, John Rooney, Dick Stockton, Howard David, Jim 
Hunter and Gene Elston. Local team announcers will join the CBS crew during the 
fifth inning of each game, known as the “home town" inning, which will be exclusive¬ 
ly sponsored by True Value. Youlios expects CBS’s lineup of baseball affiliates to be 
virtually the same as last year’s total of 265. 
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works of French and English broadcasts and 
the French-language TV rights have been re¬ 
sold to Radio Canada, which will carry the 
games over a network of 20 stations. Play-by- 
play will be done by Raymond LeBrun and 
color commentary will be handled by Claude 
Raymond. The English television broadcasts 
are done by TV Labatts Network, which broad¬ 
casts some of the games on the Canadian 
Broadcasting Corp., and some on indepen¬ 
dent stations. The originating station for the 
English broadcasts is cfcf-tv Montreal. 

Cable coverage is over The Sports Net¬ 
work, which reaches 1.2 million subscribers 
on 950 cable systems across Canada. Those 
games will all be broadcast in English, and 
handling announcing duties will be Dave \&n 
Horn and Ken Singleton. 

Radio coverage is also split into two net¬ 
works. Telemedia, the French network, will 
broadcast the games from ckac(am) Montreal 
to a network of about 30 stations. The English 
Radio Network will broadcast from cfcf(am) 
Montreal, to nine stations. Handling play-by- 
play in English will again be Dave Van Horn, 
while Jim Fanning will provide color. For the 
French broadcasts, Jacques Doucet and 
Rober Broulette will handle announcing 
duties 


♦ New York Mets ♦ 

Wwor(TV) (formerly wor[TV] New York and now 
licensed to Secaucus, N.J.) will begin its 27th 
consecutive year as the originator of New Vbrk 
Mets broadcasts, a rights partnership ar¬ 
rangement the station has had with the Mets 
since the team’s inception. Wwor, which is 
entering the second year of a five-year deal, 
will air 75 home and away regular season 
games as well as eight preseason contests. 
Major “full sponsors" for wwor’s coverage of 
Ihe Mets include Anheuser-Busch, Manufac¬ 
turers Hanover and Nissan, according to Tom 
Ryan, station vice president and general sales 
manager. Partial sponsors include Oldsmobile 
dealers and Bell Atlantic. "Sales are pacing 
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stronger than last year," Ryan said. The station 
will serve as the originating station for a re¬ 
gional network of 13 to 14 stations. 

For radio, all-sports wfan(am) (formerly coun¬ 
try whn[am]), plans to air not only all regular 
season games, but all 26 preseason games 
as well, said Scott Meier, wfan vice president 
and general manager. (Wfan is the nation's 
first 24-hour all-sports radio station.) The sta¬ 
tion, which will be starting its third year of a 
five-year rights package, also has a revenue- 
sharing arrangement with the Mets. Among 
the major sponsors on radio are Chrysler- 
Plymouth, Budweiser, Dollar Dry Dock Sav¬ 
ings Bank, New York State Lottery and New 
York Racing Association. "V\fe're confident 
we'll meet our sales projections," Meier said. 
The station will feed a regional Mets network 
of 108 to 110 stations, which is up consider¬ 
ably from last year’s roster of 42 stations. 

SportsChannel is entering the seventh year 
of a 30-year deal as the pay cable rights 
holder for New York Mets baseball and plans 
to air 75 home and away games. Major adver¬ 
tisers include Anheuser-Busch, Toyota, 
Nynex, New York Telephone and Buick. 
SportsChannel is carried on 98 systems 
across a three-state area, reaching 1.1 million 
subscribing households. 


♦ Philadelphia Phillies ♦ 

The Phillies broadcast-cable scenario for 
1988 remains virtually unchanged from 1987. 
Its three facets: wtaf-tv Philadelphia, wcau(am) 
Philadelphia and PRISM, a regional cable 
sports and entertainment channel. 

According to Phillies’ Dennis Lehman, wtaf- 
tv will broadcast 85 regular season games 
and five preseason contests. PRISM is set to 
televise 39 regular-season games (33 home 



and six away), he said. And wcau plans to air 
every regular season game and 22 preseason 
games, although some of the preseason 
games may be preempted by Villanova and 
Temple basketball. 

For the broadcast television rights, wtaf-tv 
which is the lead station in a three-station 
network, pays the Phillies a rights fee plus a 
percentage of the advertising revenue under 
an 11-year agreement that runs through the 
1992 season. Wtaf-tv projects it will increase 
advertising revenues 20% this year, said gen¬ 
eral manager, Jim Boaz. Wtaf-tv's principal 
Phillies advertisers will be Anheuser-Busch, 
\telvoline, Mellon Bank, First Pennsylvania 
Bank, Blue Cross of Pennsylvania, Bell of 


Pennsylvania and Oldsmobile. 

PRISM also pays a rights fee, but the Phil¬ 
lies retain and sell the advertising time. Nei¬ 
ther the Phillies nor PRISM would reveal the 
dollars involved in their deal, but Phillies Ex¬ 
ecutive Vice President David Montgomery 
said the Philles expected advertising revenue 
to be up 20% to 30%. The PRISM advertisers 
will include Anheuser-Busch, Texaco, Foot 
Locker, Blue Cross of Philadelphia, Mid-Atlan¬ 
tic Milk and Mr. Good Buys. 

Wcau, which has an 11 -year contract that 
runs through 1993, has put together a 29- 
station network that includes two Florida sta¬ 
tions, wtan(am) Clearwater, Fla., where the Phil¬ 
lies go for spring training, and wiod(am) Miami. 
Bill McCadden, sales manager, wcau, said the 
major advertisers for the station's broadcasts 
will be Anheuser-Busch, Chevrolet, Amoco, 
AMB Paints, U.S. Air and Cumberland Farms. 

Harry Kalas, Richie Ashburn, Andy Musser 
and Chris Wheeler will handle the play-by- 
play and color commentary for radio, televi¬ 
sion and cable. Gary Maddox will contribute 
color for cable. 


♦ Pittsburgh Pirates ♦ 

Kdka(am) Pittsburgh will again broadcast the 
Pirates this year over its clear-channel, 
50,000-watt facilities, but, unlike years past, 
the pioneer Group W station will not hold the 
broadcast rights. Dean Jordan, the newly 
hired director of broadcasting for the Pirates, 
said the Bucs decided to retain the radio 
rights this year, create the radio network of 40 
stations (up from around 30 full-time affiliates 
last year) and sell the advertising time. "We felt 
we could market the product better," he ex¬ 
plained. According to Jordan, on the radio 
broadcasts, the Pirates hope to make $1.6 
million on revenue of between $2.7 million and 
$2.8 million. The "six-figure advertisers" al¬ 
ready on board are Anheuser-Busch, Giant 
Eagle supermarkets, Mellon Bank and 
Donnelly 

The Pirates enthusiasm for the broadcast¬ 
ing business does not extend to television. 
Jordan said the franchise has sold the televi¬ 
sion broadcast rights to Group W’s kdka-tv 
Pittsburgh under a new, two-year agreement 
(with an option for a third year). The agree¬ 
ment, which would bring the Pirates an aver¬ 
age of $2.5 million over three years, Jordan 
said, calls for the broadcast of 46 regular 
season games (seven home, 39 away) and 
two preseason games this season, up from 43 
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games last season. Kdka-tv which will be 
doing its own six-camera production, is the 
flagship for a television network that includes 
stations in five other markets. Sherry Sieving, 
sales manager, kdka-tv, ran down the list of 
major advertisers: Anheuser-Busch, Chevro¬ 
let, Bell of Pennsylvania, Equibank, Giant Ea¬ 
gle Supermarket and Allstate. 

The Pirates are also in the second year of a 
three-year agreement (with two-year option) 
with Tele-Communications’s regional sports 
services, KBL Entertainment Network. KBL, 
which now reaches some 950,000 cable 
homes (including 213,000 in Buffalo where the 
Pirate games have to be blacked out when the 
Toronto Blue Jays are in town or on local TV), 
will televise regular season games (33 away 
and 22 home) and three preseason games. 

The Pirates deal with TCI is a complex one, 
involving the team's on-field performance and 
such ancillary arrangements as a plan where¬ 
by TCI purchases large blocks of tickets. But 
the bottom line, according to Gil Lucas, 
sports/programing director for TCI in Pitts¬ 
burgh, is that TCI will pay the Pirates $923,000 
this year 

Four announcers rotate on the radio, broad¬ 
cast television and cable coverage: Lanny 
Fratare, John Sanders, Steve Blass and Jim 
Rooker. 


♦ St. Louis Cardinals ♦ 

The St. Louis Cardinals are selling well for 
KPLR-TV according to its general manager, 
Barry Baker. “It is an insane baseball town, 
regardless of how the team finishes," he said. 
"And there’s a bigger priority on baseball in 
this town now that the football Cardinals have 



left" for Phoenix. The biggest sponsors signed 
up are Anheuser-Busch, Central Hardware, 
Goodyear, McDonald’s, Taco Bell and 
Schnuck’s Grocery A network of 25 stations, 
one of the biggest in baseball, will reach an 
estimated 9.5 million homes, nearly twice the 
number reached by the ksdkov) network, last 
year’s rights holder, Baker said. Kplr-tv will 
present a total of 58 games, including two 
preseason and the home opener. 


Kmox(am) plans to hold on to Cardinal rights 
"for many years to come,” according to Robert 
Hyland, general manager The station is going 
into the second year of its current contract 
The full regular season schedule will be cov¬ 
ered along with 10 preseason games. Most 
sponsors are the same as last year: Anheuser- 
Busch, Chevrolet, Amoco, Schnuck’s, True 
Value hardware and MCI. Coverage includes 
the pre- and post-game Sob Gibson Show , 
hosted by the former Cardinal pitching ace, 
and games announced by Jack Buck and 
Mike Shannon. 

No partner has been chosen yet to join 
former Cardinal pitcher Al Hrobosky in the 
booth for Cencom Cable Associates' 50 home 
cablecasts. Cencom plans to advertise heav¬ 
ily by TV radio and newspaper to promote its 
1988 coverage. It has also produced a show 
of last year’s Cardinal highlights and is work¬ 
ing on a deal to repeat some of last season's 
most exciting games. John Clark, vice presi¬ 
dent, programing and marketing, said five of 
the cable systems Cencom distributes to will 
deliver games by pay-per-view. Other cable 
systems will offer pay channel packages for 
all 50 games. Last year's games averaged 
about 11,000 homes per game. "This year on 
season sales, we appear to be running 25% to 
30% ahead of last year,’’ Clark said. 


Scrambling changes baseball’s broadcast playing field 


Stations must make investment 
to pick up highlights from backhauls; 
RTNDA voices resistance despite 
availability of some clear feeds 

Broadcasting Major League Baseball games 
and highlights will be a new ball game this 
1988 season as the summer game follows 
the cable programing industry lead and, for 
the first time, requires scrambling of back¬ 
haul satellite transmissions—feeds sent 
from game sites to television stations, na¬ 
tional and regional broadcast networks and 
cable program services. According to a 
number of sources, those end-users will 
have to adjust financially and logistically to 
a new set of rules that, at least for the 
coming season, may not be entirely clear. 

Of most immediate concern to some 
broadcasters is the prospect of having to pay 
for something they now get for free: high¬ 
lights of baseball games for newscasts. 

Major League Baseball hoped last fall to 
have all the backhauls scrambled by opening 
day. But the scrambling plans were at least 
two months behind schedule last January 
when MLB chose Hughes Television Net¬ 
work to implement it (Broadcasting, Jan. 
11) and Hughes, a few weeks later, settled 
on General Instrument’s Videocipher-IB 
(VC-IB) as its scrambling system. As of last 
week, plans were still two months slow. 
John Tagliaferro, president of Hughes, said 
last week that it is now hoped the system 
will be in place and ready to go sometime in 
June. 

The system is a complex one, requiring 
scramblers at uplinks sites in 20 major- 


league cities and addressable descramblers 
at the downlinks of all television stations 
and regional cable networks holding televi¬ 
sion rights to games. Hughes’s contract re¬ 
quires it to buy, install and maintain the 
scramblers and descramblers and build and 
operate an authorization center to turn the 
adressable descramblers on and off. 

'Things are moving,” Jim Wright, vice 
president of operations at kplr-tv St. 
Louis, told Broadcasting last Wednesday. 
Hughes was busy that day, he said, installing 
computer equipment at that broadcast 
rightsholder for 1988 St. Louis Cardinals 
games. 

MLB’s central motive for scrambling, ac¬ 
cording to Bryan Burns, MLB director of 
broadcasting, is the same cited by cable 
programers: to “get control” of transmis¬ 
sions and secure them against unauthorized 
use—by home dish owners and bars in par¬ 
ticular. MLB took three Minneapolis area 
bars to court early this year and won an 
injunction against the defendants prohibit¬ 
ing further unauthorized reception of MLB 
video transmissions. 

“At some point, I firmly believe Major 
League Baseball will be in the direct-to- 
home [satellite broadcasting] business,” 
said Bums, citing last year’s deal with Ja¬ 
pan’s state-owned broadcaster, NHK, by 
which NHK broadcast 100 MLB games via 
its direct broadcast satellite to subscribers 
throughout Japan. “We’re negotiating to be 
in it again this year,” he said. 

A major consideration in the whole 
scrambling decision, Bums said, was the 
fact that backhaul encryption, by ending 


free access, makes it possible for regional 
cable networks to begin selling baseball to 
dish owners. In addition, MLB or some 
third parties authorized by MLB could, “if 
we think it works,” begin selling “some¬ 
thing like” a three-games-per-day package 
to the home satellite market this season, he 
said. 

Calling legislative and law enforcement 
activity in the U.S. related to copyright 
infringement “a failure,” Bums said that 
MLB has to “take control of what is up there 
and belongs to [MLB]...If all the backhaul 
is going to stay up there clean, there is never 
going to be a business. Scrambling is as 
inevitable for us as it was for HBO or CNN 
or any of the others in the business.” 

Although the scrambling effort is aimed at 
preventing dish owners from receiving base¬ 
ball games for free, many broadcasters will 
also be adversely affected. According to 
Tagliaferro, sportscasters who want to cull 
the backhaul feeds for sports highlights will 
have to buy descramblers (at $3,500 a unit) 
and pay a $250-a-month administration fee 
to cover the cost of continually authorizing 
and deauthorizing the descramblers. The 
MLB is not trying to make a profit off the 
sportscasters. Bums said. The money that 
comes in from the broadcasters will go into 
the operation of the scrambling system. 

That Hughes is managing the scrambling 
does not mean baseball rightsholders have to 
award Hughes contracts to handle their sat¬ 
ellite backhauls, said Bums. Rightsholders 
are free to deal with any transmission ser¬ 
vice they wish, he said. The contract with 
Hughes specifies that Hughes must allow 
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competitors access to its VC-1B system, he 
said. As it happens., Hughes now has the 
bulk of the backhaul business. 

Despite the scrambling plans, there will 
be plenty of baseball in the clear this season 
and next season. That's because most of the 
regional cable networks have no immediate 
plans to scramble their distribution feeds. 
Bums said MLB has held off on requiring 
the scrambling of those signals this year 
because it would have engendered a ‘‘pre¬ 
dictably emotional’' response from the re¬ 
gional services. 

For the time being, the availability of 
clear feeds means dish owners will still be 
able to pick up unscrambled feeds. It also 
means, as one station staffer pointed out, 
that any other party with a dish, including 
broadcasters, will be able to do the same. 
However, said that source, Hughes and Vi¬ 
deocipher have encouraged broadcasters in¬ 
terested in tapping into the backhauls for 
highlights to act now to take advantage of 
the bulk discount on the descramblers and 
avoid possible descrambler shortages. 

Provision of baseball highlights to televi¬ 
sion stations—whether they carry games 
themselves or not—may initially be the 
most hotly contested issue. Because of the 
availability of at least some clear feeds in 
1988, and because game times are stag¬ 
gered. Tagliaferro took issue w ith reports 
that station news departments that tune their 
earth stations into multiple games and cull 
highlights will need up to 13 (the number of 
a full slate of games among 26 teams) de¬ 
scramblers to catch all the games worth 
covering on a given day. “They will need 
nowhere near that many,*’ he said. Burns 
said no more than nine games are up on 
satellites on a single day. Television access 
to authorized new steed services, other off- 
air highlights and cable, he said, also add to 
the options for reception of games. 

No news operation, said Tagliaferro. will 
face a charge for highlights. And although 
Burns said “the vast majority of stations 
[MLB] has talked to have said...no big 
deal/’ both small and large market news 
operations reached last week expressed con¬ 
cern about scrambling and money. 

Radio-Television News Directors Associ¬ 
ation board member and sports committee 
chairman, Brian Olson, w’ho is news direc¬ 
tor for Great Western Network, told Broad¬ 
casting the issue boils down to a broad¬ 
caster s right to cover sports as news versus 
MLB's view that we're a commercial oper¬ 
ation." MLB’s “Burns makes eloquent argu¬ 
ments. After all, we do sell 30-second 
spots' 5 during his stations’ new scasts. On the 
question of “whether the First Amendment 
applies to a commercial operation," he said, 
RTNDA membership has “no leg to stand 
on. It's their [MLB's] product. We've re¬ 
searched and discounted a lawsuit. Some 
have suggested a boycott...[That is] prob¬ 
ably not feasible either/’ 

Encryption, Olson said, “hits the local 
TV station in the pocket book. We are hav¬ 
ing to be more bottomline-conscious than 
ever. Regional news networks like ours will 
need a descrambler at each station/’ Great 
Western, he said, would need to spend not 
$3,500 for one descrambler, but at least 


$14,000 for four. Those at MLB, he said, 
“don't understand what $3,500 means to a 
small market station." The executives at 
Great Western, he said, “would laugh at me’’ 

Although during the 1988 season, Great 
Western will likely still be able to pick up 
unscrambled CBS or CNN highlight pack¬ 
ages. next year or the year after, to air or not 
to air MLB highlights may become “another 
line item decision: no new tires for news car 
number three; no baseball highlights be¬ 
cause they are charging that extra scram¬ 
bling fee." 

Said RTNDA President Ernie Schultz, 
“It’s going to be expensive and time-con¬ 
suming,” said RTNDA President Ernie 
Schultz. “Our members can’t see how it 
improves our product. But Schultz was 
loath to “single out” Major League Base¬ 
ball. “Broadcasters," he said, "have had a 
tough time with NCAA basketball for final 
four coverage, the Olympics. Sports is not 
just an open event. Because of exclusive 
contracts, it becomes a complex business, 
and all the legal precedents go their [the 
rightsholder’s] way. You have a hard time 
getting them to hear broadcasters explain 
why they might not want to do something/’ 


Said WUSA(TV) Washington associate sports 
producer. Michael Murphy, last week: "We 
get a letter [from MLB in late February], 
saying: *Hey, we’re scrambling’; boom. ‘It 
will cost you $3,500 plus $250 per month [the 
fee to Hughes]’; boom. I don t understand 
what they stand to lose by staying unscramb¬ 
led...they've moved too fast. It’s like Big 
Brother, 1984; you have to go along/’ 

Wusa is not an MLB rightsholder. but it 
does receive a select number of games— 
usually three a day during the season—for 
use in creating its own highlights. The sta¬ 
tion will probably have to buy two de¬ 
scramblers, he said, but “some of our engi¬ 
neers aren’t even sure how the technology 
will work.’’ 

If stations are unhappy with how the high¬ 
light feed sen ices edit, said Burns, it is a 
“creative control issue" that cannot be an 
MLB concern. Those feed services will also 
invest in descramblers this year. ESPN, for 
example, said that it is buying “a de¬ 
scrambler.” Sports News Satellite, producer 
of This Week in Baseball, "has no plans to 
scramble’’ its highlight service, currently 
syndicated to some 140 stations, said SNS 
executive producer, Geoff Belinfante. H 
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